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Private hospital is a newly developed economic body in the medical service 
market in China. With the good macro-economy situation and rapid development of 
private economy, it has shown huge vitality. In recent years, with the deep-going of 
the medical reformation, the competition in medical service market is more and more 
fierce and the traditional marketing method is more and more difficult to satisfy the 
development requirements of private hospitals. Therefore, the study on the service 
marketing strategy of private hospitals is beneficial to the development of private 
hospitals. 
This thesis, in the background of rapid development of service industry and 
service marketing theory has become relative independent subject, analyzes the 
service marketing and existing problems of private hospitals. Based on the 
investigation and study documents, it applies service marketing theory, macro and 
micro, qualitative and quantitative analysis methods, and studies how to work out the 
service marketing strategy of private hospitals. 
This thesis firstly describes the concept and characteristics of service marketing, 
the relative theories of service marketing and marketing mix. The relative theories of 
service marketing include mainly service quality theory, relationship makerting and 
internal marketing. Then it proposes the existing problems on service marketing for 
private hospitals through the analysis on the private hospital industry, marketing 
environment, main competitors and internal marketing enviroment. Afterwards, the 
thesis introduces the positioning strategy of private hospital service market. Through 
market subdivision, the target market strategy and positioning strategy of private 
hospitals are formulated. Finally, according to 7PS service marketing mix and 
considering the effect of basis characteristics of service on service m 
arketing practice, the thesis studies how to work out the service marketing 
strategy for private hospitals.  
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第一章 导 论 
 1
第一章 导 论 
第一节 研究的背景和意义 
进入 21 世纪后，现代服务业在全球呈现出加速发展的态势，全球产业结构


































































































































                                                        
2 资料来源：余建 张英，《市场经济条件下医院运行机制初探》，中国文联出版社，2001 








































                                                        
4 资料来源：[美]菲利普·科特勒，《营销管理》，上海人民出版社，1999 





























关系营销的术语， 初是由营销学者阿尔德森于 20 世纪 50 年代在系统论的
基础上提出的。1957 年，阿尔德森将市场营销定义为“强调市场营销中有关各












                                                        
6 资料来源：[美]罗纳德·S·史威福，客户关系管理——加速利润和优势提升【M】，杨东龙译，中国经济
出版社，2001 
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